Purpose -The purpose of this paper is to confirm the consumer's interests about olive oil tourism like ohter active touristic tipologies. Experimental tourism can be understood as a new trend in tourist demand. Tourists want to experiment with lifestyles in different places. The information society shows how and where the best products are cultivated and is linked to how the quality of life should be. Nowadays, we are intended to know more and better things, both tangible and intangible, and new technologies show them to us immediately. One intends to live these opportunities as soon as they can.
Introduction
Tourist destinations strive to enhance their resources to achieve an urban and/or rural development for new modern needs (Martha and Kotsaki, 2015) . Tourism has become a way to combine past and its vestiges with an arranged exploitation according to current tastes (Molina and Ruiz, 2009; Martha and Kotsaki, 2013) .
Tourists' behaviour has evolved over time, affecting not only the type and quantity of expense in their destination but also in the way one makes decisions before travelling (Mckercher and Chan, 2005; UNWTO, 2017a UNWTO, , 2017b .
Currently, tourists take into account the governance and best practices, not only those of the tourist providers but also those of the destinations (Dodds, Graci and Holmes, 2010) . This new tourist profile contributes to improve the sustainability of the place visited, as it is done in the environment from which tourists come. The knowledge acquired in a destination is an enrichment sought by the tourist, not only because it contributes to the sustainability of the society we live in but also because it links present and past, history and future, tradition and modernity. Oleotourism gathers many of these elements, as it combines environment, culture, tradition and cuisine.
Once the tourist recognises the elements that conceptualise this new type of tourism, the Oleotourism, its demand and its study provide us with information about the tourists' motivations for having a new experience in their destinations, whereas those destinations are working to offer this kind of tourism.
The extent to which tourists recognise these elements fosters the tourist's wish to include those places in their plans, as they may appear interesting for several reasons. Among those reasons we find the experimental one. This is why in this study we will try to forecast the tourist's interest in learning about the olive oil production process.
But before addressing this possible demand, this study aimed to know if the respondents had considered olive oil potentially attractive. This is to know if an agri-food product could be acknowledged in different dimensions, so as to create an international tourist demand. Therefore, this kind of study could be extrapolated to any destination devoted to olive oil production.
As a precedent, it is important to mention the case of wine. For some time now, it has become an example of an agri-food product which has acquired a growing importance and has contributed to the tourism of wine, Enotourism. As with this kind of tourism, oleotourism seeks to combine elements that create a new model of sustainability in rural environments. New synergies of sustainable development are created, not only regarding the environment but also socio-economic ones.
The results of this study show how olive oil consumers are valuing several intangible aspects that are perceived as inherent. This even enables the assessment of the potential demand oleotourism may have according to gender, age and nationality.
Tourism in Spain
Spanish tourist destinations have diversified their offer because of the growing tourists' demand for new experiences. At the same time, academic research has focused on conceptualising each kind of existing tourism. In scholarly literature, many attempts to define tourists' profiles and characteristics can be found (Table I) . Accordingly, the offer has tried to create tourist products which are becoming increasingly sophisticated to respond to this specific demand.
The problems in the tourist sector demand greater attention from scholars, and this field should also become a research line in itself.
Spain has achieved, in 2017, after several years of growth (UNWTO, 2017a (UNWTO, , 2017b , the Top3 position of most visited countries by international tourists. The Spanish tourist model has worked to develop a much wider and more diverse tourist offer than the typical seasonal beach tourism (Turespaña, 2014) . This is why the creation of a new tourist offer, either as a main or complementary one, through entrepreneurship, is being promoted (Tilley and Young, 2009; Parrish, 2010; Lombardi et al., 2015; Migliore et al., 2015; Caracciolo et al., 2016; Cembalo et al., 2016) .
Scholarly literature has focused on the different aspects of the new offer, aiming to identify ways of sustainable growth. This is the most interesting factor in the new developments of tourist destinations (Bacq and Janssen, 2011; Migliore et al., 2014; Migliore et al., 2015; Schimmenti et al., 2016) .
This research investigates the possibilities of a tourist exploitation based on olive oil. This is a markedly seasonal product because olives are only harvested in low-temperature periods, this is by the end of autumn, the beginning of winter and in markedly rural areas, where traditional olive growing is kept. During some years, there is no olive production because of the alternate bearing process (one year olives are harvested but not the following one). During the rest of the year, it can be a good complement to a main offer, for example, as an interpretation centre.
Among researchers, the most widely accepted definition for an oleotourist is the person who travels outside their residence place to get to know, in a direct way, the production process of olive oil, from the harvest of olives and the olive trees landscape, to the milling/pressing process in the mill, including a tasting to learn how to differentiate typologies, varieties and different tastes of different types of olive oil. Therefore, the scope of this study is limited by this definition, understanding oleotourism as a wide concept. Table I . Types of tourism 3. Oleotourism and its potential Oleotourism implies complementarity with other types of tourism, and this product must be taken into account, not only because of its tangible part when the product is tasted but also because of the intangible benefits it has, such as its contribution to a healthier lifestyle and the connotations it has in other spheres of society (Ruiz, 2010) .
This type of tourist offer is located in those places where olive trees are grown and olive oil is produced. This is why this product, because of its essential characteristics, is a seasonal one, as it is only harvested in a specific season, autumn/winter.
Having said this, we must bear in mind that, according to the definition of the oleotourist, they will value other aspects of the production process, such as the landscape. Olive trees are grown in 34 Spanish provinces, most of them in Andalusia and Castilla-La Mancha. The landscapes with olive trees contain great areas with olive trees with a traditional dryfarming growing. They also have a characteristic distribution and order. In the province of Jaén, they are called "seas of olive trees", as a way to introduce a very recognisable landscape (Díaz et al., 1997) .
Alongside with the landscape, another attractive aspect is the Mediterranean cuisine culture, in which olive oil plays an essential role. This culinary tradition is gathering both national and international recognition (Kivela and Crotts; L opez and Sánchez, 2012) , which has positioned olive oil above other vegetable fats. Nevertheless, we must keep in mind that, nowadays, olive oil consumption represents only 5 per cent of total of vegetable fats that are consumed worldwide (Mercacei, 2017) . This shows that the potential of growth and introduction of olive oil is still very large.
Furthermore, it is important to highlight the industrial assets of the olive oil sector, the mills, the places where olives are processed after being harvested to become olive oil through a pressing process, filtering of solid particles and storage of the final product. This is a simple process which does not require a great amount of machinery. Facilities have been adapted to the new way of production, much more effective than the traditional one, from which there are still a great number of products that have been used until relatively recently, as a sample and representation of ethnographic heritage.
This new way, as can be checked with the description of the product itself, implies complementarity with other types of tourism, such as active tourism, culinary tourism and industrial tourism. This alone becomes a complement to agricultural economics in rural areas (Stewart et al., 2008; Millán and Agudo, 2010; Pagliuca and Scarpato, 2014) .
Nevertheless, the focus of this study is to show the value of those intangible aspects which are characteristic of this agricultural practice and olive oil. Those characteristic aspects, such as singularity and durability, will contribute to a socio-economic and environmental development of destinations (Hjalager and Corigliano, 2000; Quan and Wang, 2004; . Other types of tourism based on an agri-food product have developed widely both nationally and internationally in the tourist field. This is the case of the tourism of wine, enotourism (Stewart, 2008; Henderson, 2009; Cho et al., 2014; Corbo, 2014b; Medina, 2015) . Its main difference may be that wine has become the tourist attraction itself and we could say that this tourist product is growing, whereas oleotourism is still an emerging product.
By contrast, olive oil is starting to be considered as a tourist resource according to different scholars (Martín, Molina and Ruiz, 2008; Moral and Orgaz, 2014; Moral et al., 2014; Hernández et al., 2016; Millán-Vázquez et al., 2017) .
Oleotourism
All those forms of tourism can be put together as one and be called experimental tourism, which involves an added value for destinations (Hall and Weiler, 1992; Gandara, et al., 2012; Rivera, 2015) in view of the growth in demand of tourism with such a wide content (Tyrrell and Johnston, 2001; McKercher and Chan, 2005; Tyrrell and Johnston, 2006) .
Oleotourism involves a number of principles for an enriching and sustainable kind of tourism because it is socially caring, economically viable and culturally rich (Lanfranchi et al., 2014; Galati et al., 2015; Schimmenti et al., 2016) , which makes it a potential tourist attraction. From the point of view of the sustainability of the destination based on an agrifood industry, some scholars have described other aspects to keep in mind, such as (Corbo et al., 2014; Vecchio, 2014; Capri and Pomarici, 2014; Mariani and Vastola, 2015; Borsellino et al., 2016a Borsellino et al., , 2016b : resources efficiency; environmental preservation; local biodiversity conservation; investment in the quality of employees' work; cooperation with the local community; conservation and enhancement of traditions; and economic viability.
Moreover, the characteristics of enotourism customers and oleotourists who wish to learn more about olive oil have been compared (Ruiz, 2011; Millán, Arjona and Amador, 2014; Moral and Orgaz, 2014) . Both share aspects, as they are both interested in two agri-food products and this sharing, therefore, could be understood as a tourist resource to face the growing demand of tourists that look for more experiences. The greater position and recognition that wine has for costumers contrast with olive oil consumption which is, as it has been previously stated, only 5 per cent of the total consumption of vegetable fats internationally (COI, 2017) . For oleotourism to succeed, the participation of the production sector is needed and, in this way, the revitalisation of the rural areas is promoted through tourist activity by using politics on the environment and on the rural area development (Molina and Ruiz, 2009; Molina et al., 2011; Moral, et al., 2014; Millán Vázquez de la Torre and Pérez, 2014; Millán, Amador and Arjona, 2015; Hernández et al., 2016; L opez-Guzmán et al., 2016) .
Methodology
A questionnaire was designed and given to a group of olive oil consumers, who assessed several aspects of olive oil. A simple random sampling was used to select the sample, therefore obtaining a quantitative, exploratory and descriptive study.
The digital questionnaires were sent via email to an inter-university network of researchers on social and cooperative economy formed by 17 universities from Europe and Latin America. The participation in this network had an informal nature, as this study was not a part of their own research programmes. The researchers who were also university teachers extended it to their students too and questionnaires from 15 universities were received via email. Each responded questionnaire had a sequential numbering according to the order of arrival and, therefore, was treated anonymously.
JTA
The sampling size was of 704 responded questionnaires, assuming a sampling error lower than 5 per cent. The participants come from 15 different universities. A translation into English was done as a common language for those universities which do not use Spanish as a working language. 55.8 per cent were women and the rest, 44.2 per cent, were men.
A Friedman non-parametric test was used for k related samples (k > 2) in order to determine if significant differences existed between the respondents' assessments of the different fields. The null hypothesis (H 0 ) establishes that no significant differences exist and the alternative hypothesis (H1) would indicate that significant differences do exist. To compare only two fields, the Wilcoxon test is used for two related samples.
Multidimensional scaling techniques were also used (multidimensional scaling, Kruskal and Wish, 1978) to interpret geometrically the proximity between the assessments of the different fields analysed.
Assessment of olive oil as a tourist resource
A data collection was carried out during the summer months thanks to a research funded by the Professorship in Cooperative Studies of the University of Castilla-La Mancha, through two methods: direct and indirect.
The greatest part of the total percentage (94.3 per cent of the sampling) was collected from people whose ages ranged between 17 and 44 years. The percentage of respondents aged between 45 and 60 years is practically insignificant, 3.9 per cent. The remaining 1.8 per cent is lost data which were not collected when the questionnaires were developed. As shown in Figure 1 , the sampling is based on an important group of nationalities represented by percentages.
Participants were asked if they cooked regularly and the percentage of participants who responded positively was 73.6 per cent. Another point of interest was measuring the level of knowledge about different vegetable fats. Olive oil had the highest percentage of knowledge, 91.3 per cent.
Olive oil achieved the best knowledge ratios compared with other vegetable fats. Nevertheless, this percentage contrasts with its consumption and its impact on the In this research, the focus was to know the assessment the consumers did (from 1 to 10, from less important to more important) about a series of intangible aspects of olive oil (Table II) .
The collection of intangible aspects of olive oil (Ruiz, 2010) of different fields such as: culture; agriculture; health; environment; economy; and tourism.
Those aspects were selected based on a literature review that helped us identify nine aspects associated with oleotourism (Ruiz, 2010; Molina et al., 2011) . This demonstrates that olive oil These aspects were presented to the respondents for them to assess. They had to assign a quantitative value (from 1, the lowest, to 10, the highest value) to the extent to which, in their opinion, olive oil played a role in the fields of: nutrition, cuisine, health, economy, environment, culture, tourism, history, society and religion.
The first hypothesis, suggested that respondents' assessments would show that, according to them, olive oil is not related to tourism. Having achieved 4.9 points in the assessment showed clearly that consumers' opinion is different. This explains its boom as a tourist resource in recent years (Millán, Arjona and Amador, 2014) .
H1. It is a fact that respondents recognise in their assessments that olive oil can have some tourist aspects. Consequently, they were asked how interested they would be in doing oleotourism. The results were enlightening, as more than 60 per cent of respondents stated that they would find travelling and learning about the olive oil production process interesting Table III . The range of assessments made by the respondents can be seen in Figure 3 . The difference in the religious aspect is quite noticeable, as it appears below the rest of assessments, with an average rating of 2.73 points.
To check if differences in opinions existed about the different aspects of olive oil assessed by the respondents, two hypotheses were considered. The null hypothesis (H 0 ), which establishes that no differences in opinions exist, and the alternative hypothesis (H1) that establishes that differences do exist. Through a Friedman test we obtained the following Table IV .
As the p-value obtained is 0.000, we must reject the null hypothesis, which shows there are differences between the different aspects analysed. To check which aspects have those differences and which do not, we compared two to two every aspect. For that, we used a Wilcoxon test:
H0. No differences in opinions exist between the two aspects.
H1. Differences in opinions do exist.
Almost all the p-values obtained after the Wilcoxon test are 0.000, so those results lower than 0.05 indicate significant differences in opinion. The aspects that obtained a p-value higher than 0.05 in the Wilcoxon test and therefore indicate that no significant differences exist are: economy and environment (p-value = 0.099); culture and environment (p-value = 0.622); history and tourism (p-value = 0.136); and history and society (p-value = 0.103).
6. The demand for oleotourism exists Now, following multidimensional scaling techniques, the distances between each of the aspects assessed by the respondents regarding the representativeness of olive oil are going to be established. In this multidimensional scaling Chart (Figure 4) , we can see that the most distant aspect (in a different colour) was Religion. The aspects Tourism and History were close to each other, and so was History in relation to Society, but Society and Tourism were more distant from each other. Thus, we can find a marked proximity between the aspects cuisine, nutrition and how these aspects, in the respondents' opinion, are essential for the health of olive oil consumers. Table V , those aspects with a correlation coefficient close to 1 showed a greater similarity between them than those with a correlation coefficient closer to 0, which showed less similarity.
In the light of the obtained results, we can state that the olive oil consumer demands a kind of tourism which includes activities that link oleotourism to the aspects of economy, culture and society of the destinations they intend to visit with the aim of investing time and money in learning about the olive oil production process.
Conclusions
The concept of oleotourism is now a new niche in the tourist sector because it has, according to the description in this study, a series of aspects that clearly separate it from other tourist fields.
This study shows that, to reinforce this new niche in the tourist market, the development of strategies is needed for the creation of tourist products with singularities, attractions and improvements in the on-line distribution. 
Oleotourism
At the same time, a growing demand has appeared because of the tourists' interest in doing experimental tourism, which enables them to learn more about a product with some intangible aspects that can be measured according to the consumers' assessment.
We can say, after having reviewed the concepts used by the mentioned researchers, that oleotourism is a type of tourism by itself, and that its main characteristic entails living experiences linked to the olive tree culture, its environment and the food culture based on it.
There are different activities with an important development potential. In this study we have proved that more than 60 per cent of respondents stated that they would be interested in travelling to areas with olive oil production and in learning about the role of this product in its environment through its production process.
Tourism based on agri-food products implies reinforcing historic and cultural tourism, as the results of this study show. Furthermore, it helps boost cohesive development in rural areas to create new tourist attractions to add value to the area.
One example is the development of tourist products that complement each other and other types of tourism and that, for reasons of proximity, complementarity or need, share "ancestral" characteristics with the historic and artistic heritage of the production areas. The representation of customers' assessments leads us to think about the possibility of creating planning and development strategies in those tourist destinations where olive trees are grown and olive oil is produced. This would increase the number of tourists in these rural areas and this would create more marketing possibilities for the products that they produce.
Oleotourism is now a new concept that helps reinforce other tourist fields that, through this study, have been linked through a quantitative assessment. In this way, we can state that rural tourism, agrotourism and health are elements that have some complementarity and proximity so as to be exploited jointly.
From this study, we learn that all the agents with decision-making capacity in tourist politics should include oleotourism as a new paradigm that can offer new experiences to the tourists with new demands. Therefore, products and services derived from it should be included in the tourist offer of other types of tourism, such as rural tourism, agrotourism, cultural tourism, as this would create synergies that would enable economies of scale for the rural tourist sector.
The creation of a tourist product based on pull factors from a destination with olive oil production can lead to a number of opportunities for those destinations. This study focuses on the search, from the demand point of view, for answers about the possible intention to pay for visiting and learning about the olive oil production process. In the future, in a few years, we hope a correlation study is possible in order to check if, as this study shows, oleotourism helps, during its marked seasonal period in these areas, to improve the quality of life of the inhabitants of those destinations. Another opportunity ahead is to check if it complements the sustainability of the rural destinations with production and if it boosts these places socio-economically, not only in Spain but also in those places where olive oil is produced.
